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SUMMARY 

The  purpose  of  this  study  was  to  examine  the  typical  fresh  apple  purchasers  in 
West  Virginia. 

The  apple  industry  Is  an  important  one  in  West  Virginia.  By  examining  the 
types  of  consumers  who  purchase  fresh  apples  and  their  purchasing  practices 
and  preferences  the  industry  can  Improve  its  product  and  services. 

A  random  sample  of  household  consumers  in  West  Virginia  was  taken  in 
early  1 975,  and  31 4  usable  questionnaires  were  returned— 21 2  from  rural  areas 
and  102  from  urban  areas.  The  percentage  of  return  was  slightly  less  than  16 
percent. 

Ninety-five  percent  of  all  respondents  were  fresh  apple  users.  The  remaining 
five  percent  who  were  nonusers  cited  price  as  the  primary  factor  for  not 
purchasing  fresh  apples. 

The  supermarket  was  the  most  popular  place  of  purchase  for  fresh  apples  for 
half  of  all  respondents.  Over  70  percent  made  at  least  some  of  their  fresh  apple 
purchases  at  the  supermarket.  Respondents  from  middle  income  households 
and  urban  areas  showed  strong  preference  for  supermarket  buying  of  fresh 
apples. 

Most  respondents  bought  fresh  apples  by  the  medium-sized  three  pound 
bag.  The  primary  reasons  for  choosing  a  particular  unit  of  purchase  were 
household  size,  cost,  and  intended  use. 

Twenty-eight  percent  of  all  respondents  purchased  fresh  apples  at  least 
once  per  week  and  60  percent  at  least  once  per  month.  Households  with 
children  and/or  teenagers  purchased  fresh  apples  more  frequently  than 
households  with  adults  only.  Large  families  also  tended  to  buy  fresh  apples 
more  often  than  did  small  families. 

Half  of  all  respondents  indicated  a  change  In  purchase  during  the  five  years 
prior  to  the  study.  Twenty-three  percent  were  purchasing  more  fresh  apples; 
twenty-seven  percent  bought  fewer  apples.  Increases  In  purchases  were 
primarily  because  of  the  age  of  family  members  and  the  fact  that  fresh  apples 
can  be  used  In  many  ways.  Decreases  In  purchases  were  caused  by  older  age 
of  family  members  and  price.  Households  without  children  experienced  more 
changes  In  purchases,  both  increases  and  decreases,  than  households  with 
children.  Families  consisting  of  two  people  were  more  likely  to  decrease 
purchases  than  were  other  families.  Large  families  tended  to  increase 
purchases  more  often  than  did  small  families.  More  rural  area  respondents 
than  urban  area  ones  experienced  changes  In  purchases,  both  increases  and 
decreases.  Twenty-four  percent  of  all  respondents  expected  an  Increase  in 
fresh  apple  purchases  during  the  five  years  following  the  study,  primarily 
because  of  children. 

Most  respondents  considered  "no  bruises  or  blemishes"  and  shape  and  size 
as  reliable  indicators  of  good  quality  for  fresh  apples. 

Respondents  who  were  disappointed  with  taste  and  texture  quality  of  fresh 
apples  in  the  three-month  period  priorto  the  study  cited  interior  blemishes  and 
dryness  asthe  main  problems.  Respondentsfrom  households  withoutchlldren 
and/or  teenagers  were  more  likely  to  be  disappointed  In  fresh  apple  quality 
than  were  other  households.  Households  of  two— and  those  with  more  than 
three— people  were  also  more  likely  to  be  disappointed  in  fresh  apple  quality 
than  were  other  households. 


Most  respondents  preferred  yellow  delicious  apples  to  all  other  varieties. 
Respondents  with  high  school  diplomas  and  those  with  some  college, 
business,  or  technical  school  training  were  more  likely  to  prefer  yellow  j: 
delicious  apples  than  were  respondents  from  other  educational  groups.  i| 
However,  more  households  consisting  of  two  people  preferred  Rome  or 
Winesap  apples  than  did  any  other  household  size.  Large  families  appeared 
likelier  than  small  families  to  have  no  particular  varietal  favorite. 

When  respondents  chose  not  to  purchase  fresh  apples,  they  tended  to 
substitute  oranges  or  both  oranges  and  bananas  more  than  any  other  fruit. 
Reasons  for  not  purchasing  fresh  apples  included  "too  expensive"  and 
unavailability  of  the  preferred  variety.  Respondents  with  no  children  tended  to 
substitute  oranges  for  fresh  apples.  Respondents  with  children  were  likely  to 
substitute  either  oranges  or  both  oranges  and  bananas. 


Implications 

There  is  evidence  that  directed  advertising,  fresh  apple  labeling,  and 
different  store  displays  could  be  effective  in  increasing  apple  sales. 
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The  fresh  apple^  industry  in  the  United  States  has  been  facing  potentially  major 
problems  over  the  past  few  decades.  Per  capita  consumption  of  fresh  apples 
decreased  from  21.1  pounds  in  1959  to  15.8  pounds  in  1974. ^  Hence,  there  is 
concern  as  to  the  future  of  the  fresh  apple  market.  Of  particular  importance  are 
(a)  the  causes  of  this  decreasing  consumption  trend  and  (b)  what  can  be  done 
about  it. 

PURPOSE  OF  THIS  STUDY 

The  price  producers  receive  for  their  product  is  primarily  determined  by 
demand.  Evaluation  of  consumer  tastes  and  preferences,  as  one  aspect  of 
consumer  demand,  is  of  primary  importance  because  of  the  relationship  to 
industry  prices.  This  evaluation  may  produce  information  which  will  permitthe 
industry  to  produce  and  sell  a  product  which  is  more  acceptable  to  the 
consumer.  Closer  contact  with  consumers  may  also  permit  the  industry  both  to 
predict  and  to  influence  prices  in  the  future. 

Fresh  apple  consumption  in  the  United  States  has  been  concentrated 
primarily  in  the  household  market.  Therefore,  it  is  the  household  consumer 
who  must  be  evaluated  regarding  tastes  and  preferences  as  a  fresh  apple 
purchaser.  Better  understanding  of  fresh  apple  consumers  may  afford  the 
industry  an  opportunity  to  increase  per  capita  consumption  and,  thereby, 
expand  demand  through  more  effective  promotion.  Once  the  industry 
identifies  the  consumer,  it  can  react  more  quickly  to  changing  information  to 
provide  better  products  and  services. 

The  objectives  of  this  study  are  to  identify  some  of  the  socio-economic 
characteristics  of  West  Virginia  household  consumers  of  fresh  apples,  their 
purchasing  practices,  and  their  tastes  and  preferences. 

METHODOLOGY 

The  population  sampled  consisted  of  West  Virginia  households.  The 
population  was  divided  into  two  parts,  rural  and  urban,  so  as  to  get  a  sample 
more  representative  of  the  state's  population  distribution.  Using  1970  United 
States  Census  information,  61  percent  of  the  total  population  was  designated  as 
rural  and  39  percent  as  urban.  The  four  Standard  Metropolitan  Statistical  Areas 
designated  in  the  United  States  Census  comprised  the  urban  population  area: 
Charleston,  Huntington,  Weirton,  and  Wheeling.  Thirty-nine  percent  of  the 


'For  the  purpose  of  this  study,  the  term  "fresh  apple"  includes  all  apples  homegrown  or  purchased 
for  raw  consumption  only. 

^U.S.  Department  of  Agriculture,  Agricultural  Statistics  1975,  by  Melvin  L.  Koehn  and  others 
(Washington,  D.C.:  Government  Printing  Office,  1975),  table  355,  p.  250. 


questionnaires  were  mailed  to  houselioids  selected  randomly  from  the 
telephone  directories  for  these  four  cities.  The  remaining  61  percent  of  the 
questionnaires  were  mailed  to  households  selected  randomly  from  telephone 
directories  for  county  seats  of  the  designated  rural  counties.  In  the  interests  of 
both  time  and  economy,  only  the  county  seats  were  sampled  in  the  rural 
counties  in  the  belief  that  they  would  generate  a  sufficient  cross-section  of  the 
rural  population  for  analysis  purposes. 

A  modified  form  of  the  questionnaire  designed  under  Northeast  Regional 
Project  NE-88,  "Future  Economic  Adjustments  in  the  Marketing  of  Selected 
Northeast  Fruits  and  Vegetables,"  was  used  for  mailing  to  those  household 
consumers  selected  in  the  sample  (Appendix).  The  mail  questionnaire  tech- 
nique was  chosen  in  order  to  contact  households  most  efficiently.  The 
questionnaire  was  divided  into  two  general  sections.  The  first  section  asked  for 
information  concerning  purchasing  practices  and  tastes  and  preferences  with 
regard  to  both  fresh  apple  purchases  and  consumption.  The  second  section 
was  designed  to  generate  data  describing  some  of  the  socioeconomic 
characteristics  of  the  respondent  and  family. 

In  the  spring  of  1975,  1,750  questionnaires  were  mailed  to  rural  households 
and  780  to  urban  households.  Three-hundred  and  fourteen  usable 
questionnaires  were  returned,  212  from  rural  areas  and  102  from  urban  areas. 
The  overall  percentage  of  return  was  slightly  less  than  16  percent. 

Statistical  tests  were  necessary  in  most  cases  to  clarify  existing  relationships 
between  specified  socioeconomic  characteristics  and  both  purchasing 
practices  and  preferences  of  the  fresh  apple  consumer.  The  chi-square  test  for 
independence  was  used  to  identify  significant  relationships.  For  the  purposes 
of  this  study,  all  chi-square  values  were  tested  for  acceptance  at  the  a  =  .05  or 
better  level  of  significance. 

CHARACTERISTICS  OF  THE  SAMPLE 

Before  proceeding  to  the  analysis,  a  review  of  the  sample  as  a  whole  may  be 
useful  so  as  to  examine  the  socioeconomic  characteristics  of  the  respondents, 
the  number  who  were  apple  purchasers,  etc.^ 

Ninety-five  percent  of  the  314  respondents  ate  fresh  apples.  The  remaining 
five  percent  were  nonusers  (Table  1 ).  Nearly  half  of  all  nonusers  cited  price  as 
the  primary  factor  for  not  purchasing  fresh  apples  (Table  2). 

Several  characteristics  of  respondents  and  their  households  were  described 
by  the  survey  data  (Table  3).  Two  characteristics  of  the  respondents 
themselves  were  described:  sex  and  formal  education  attained.  Fifty-nine 
percent  of  all  respondents  were  female,  36  percent  were  male,  and  5  percent 
did  not  respond.  Ten  percent  of  the  respondents  indicated  that  they  had 
received  less  than  twelve  years  of  formal  education.  Twenty-eight  percent 
were  high  school  graduates;  another  27  percent  had  some  college,  business, 
or  technical  school  training  experience.  Sixteen  percent  of  all  respondents 
were  college  graduates;  1 1  percent  had  completed  some  graduate  work.  There 
was  an  8  percent  nonresponse  to  this  question. 

Among  characteristics  described  for  the  household  unit  were  number  and 
age  group  of  people  in  the  household,  general  types  of  employment, 
household  income,  and  the  type  of  dwelling  unit  in  which  the  family  resided 


^All  percentages  are  approximate  due  to  rounding. 
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(Table  3).  More  than  three-fourths  of  all  respondents  were  from  families  with 
two  or  more  people  residing  in  the  household.  Sixty  percent  of  the  households 
had  two  adults.  Relatively  few  respondents  had  teenagers  and/or  children 
living  in  the  home;  71  percent  of  all  respondents  reported  no  teenagers,  60 
percent  had  no  children  under  twelve.  Most  respondents  lived  in  single  family 
homes.  Half  of  all  households  had  only  one  member  working  full-time;  only  16 
percent  had  any  members  working  part-time.  Over  half  of  the  households  were 
in  the  $10,000  to  $25,000  income  bracket.  Over  80  percent  of  all  households 
surveyed  had  a  total  household  income  of  $25,000  or  less. 

A  comparison  of  the  above  sample  data  with  state  census  data  suggests  that 
respondents  in  the  study  were  above  the  state  average  in  income  and  level  of 
education.  A  high  percentage  of  sample  households  also  had  no  children  in  the 
home. 

ANALYSIS 

The  analysis  is  divided  into  the  following  areas:  place  of  purchase,  unit  of 
purchase,  frequency  of  purchase,  changes  in  purchase,  and  consumer 
preferences  concerning  fresh  apples  and  fresh  apple  fruit  substitutes.  Place  of 
purchase  and  changes  in  purchase  are  further  analyzed  by  the  influence  of 
education  of  the  respondent,  family  income,  family  cycle,  family  size,  and 
place  of  residency.  Unit  of  purchase,  frequency  of  purchase,  and  consumer 
preferences  are  not  analyzed  in  the  light  of  the  socioeconomic  characteristics 
because  the  nature  of  the  data  did  not  lend  itself  to  meaningful  statistical 
testing. 

Place  of  Purchase 

In  this  study,  as  expected,  more  than  half  of  all  respondents  made  most  fresh 
apple  purchases  at  the  supermarket  (Table  4).  Over  72  percent  of  all 
respondents  made  some  of  their  fresh  apple  purchases  at  the  supermarket. 
Relatively  few  respondents  used  convenience  stores,  roadside  stands,  pick 
your  own,  or  other  outlets  for  any  of  their  fresh  apple  purchases.  Of  those 
respondents  who  did  use  these  outlets,  more  than  half  used  the  outlet  to  obtain 
40  percent  or  more  of  their  fresh  apple  purchases. 

Although  the  largest  percentage  of  respondents  in  each  socio-economic 
category  purchased  40  percent  or  more  of  their  apples  at  supermarkets,  the 
relationships  between  education,  family  income,  residency  area,  and  the 
dependent  variable  (portion  of  fresh  apples  purchased  at  supermarkets)  were 
statistically  significant  (Table  5).  Except  for  the  group  with  less  than  twelve 
years  of  education,  most  respondents  purchased  more  than  40  percent  of  their 
fresh  apples  at  supermarkets.  As  education  increased  beyond  the  high  school 
level  more  purchases  were  made  at  supermarkets. 

The  highest  percentage  of  respondents  in  all  income  brackets  purchased 
more  than  40  percent  of  their  apples  at  supermarkets.  Forty  percent  of  the 
respondents  in  the  $10,000  to  $25,000  income  bracket  made  40  percent  or 
more  of  their  purchases  at  supermarkets. 

Place  of  residency  and  supermarket  purchases  were  related  (Table  5).  Urban 
respondents  were  more  likely  to  make  most  fresh  apple  purchases  at 
supermarkets;  rural  respondents  also  made  most  purchases  at  supermarkets, 
but  the  relationship  was  not  as  pronounced. 

Neither  family  cycle  nor  family  size  had  a  statistically  significant  effect  on  the 
proportion  of  fresh  apples  purchased  at  supermarkets  (Table  5). 


Unit  of  Purchase 

More  respondents  bought  the  medium-sized  three-pound  bag  during  the  three 
months  prior  to  the  study  than  any  other  size  unit  (Table  6).  Forty-three 
percent  of  all  respondents  indicated  they  had  purchased  the  three-pound  bag, 
whereas  only  five  percent  claimed  that  they  never  bought  apples  in  three- 
pound  bags.  Five  percent  is  relatively  low  when  compared  to  the  percentage  of 
people  who  never  purchased  other  unit  sizes.  Large  unit  purchases,  half 
bushel  and  bushel,  appeared  to  be  mainly  seasonal  items,  whereas  smaller 
units  were  likely  to  be  purchased  more  often. 

A  number  of  considerations  influenced  the  respondent's  choice  of  unit  size 
of  fresh  apples  (Table  7).  The  three  influences  listed  most  frequently  as  most 
important  for  purchasing  a  particular  size  unit  were  household  size,  with  22 
percent  of  the  answers;  cost,  with  16  percent;  and  intended  use,  with  15 
percent.  Overall,  when  the  most  important,  second  most  important,  and  third 
most  important  categories  were  totaled,  intended  use  was  cited  by  40  percent 
of  the  respondents  as  important,  followed  closely  by  household  size,  with  38 
percent  and  cost,  with  36  percent  of  the  responses. 

Frequency  of  Purchase 

There  was  a  distinct  trend  on  the  part  of  the  respondents  to  shop  for  all  goods 
once  a  week  or  more  often  (Table  8).  At  supermarkets  alone,  80  percent  (53  + 
27)  of  the  respondents  shopped  at  least  once  per  week.  Another  31  percent  (15 
+  16)  shopped  as  often  for  all  food  at  convenience  stores.  Fresh  apples  are 
purchased  less  frequently  than  all  food  (Table  9).  As  already  noted,  most 
respondents  purchased  their  fresh  apples  at  the  supermarkets  where  23 
percent  (20  +  3)  purchased  fresh  apples  at  least  once  or  twice  per  week.  Four 
percent  purchased  them  as  often  at  convenience  stores.  Sixteen  percent 
bought  fresh  apples  once  or  twice  per  month  at  supermarkets.  Five  percent  of 
supermarket  shoppers  purchased  apples  seasonally. 

Changes  in  Purchase 

Half  of  all  respondents  indicated  a  change  in  purchase  during  the  five  years 
prior  to  the  study  (Table  10).  Twenty-seven  percent  claimed  they  were 
purchasing  fewer  fresh  apples;  23  percent  increased  purchases.  Another  14 
percent  indicated  no  change.  Various  reasons  accounted  for  both  the 
increases  and  the  decreases  in  purchases  (Tables  11  and  12).  Decreasing 
purchases  seemed  to  be  the  result  of  household  age  and  the  price  of  apples. 
The  small  number  of  responses  to  this  question  make  the  results  somewhat 
inconclusive.  Respondents  in  general  did  not  seem  to  strongly  prefer  any  one 
answer.  Respondents  who  registered  an  increase  in  fresh  apple  purchases 
indicated,  as  reasons  for  the  increase,  that  fresh  apples  can  be  used  in  many 
ways  and  the  age  of  family  members  as  the  most  important  factors.  Although 
listed  as  second  most  important  reason,  lunches  and  snacks  accounted  forthe 
highest  percentage  of  total  responses  and  may  have  come  from  younger 
families  with  children. 

When  changes  in  apple  purchases  (none,  less,  more)  were  tested  by  Chi 
Square  these  socioeconomic  variables  (number  of  children,  family  size, 
residency  area)  were  significant  at  the  .05  level  (Table  13).  Households  with  no 
children  experienced  the  most  changes,  increases  and  decreases,  in  fresh 
apple  purchases.  Family  size  and  changes  in  fresh  apple  purchases  were 


positively  related.  More  families  of  two  people  experienced  decreases  in 
purchases  than  any  other  family  size.  Large  families  of  more  than  three  people 
(families  probably  with  children)  tended  to  increase  fresh  apple  purchases 
more  often  than  did  small  families.  More  residents  of  rural  than  urban  areas 
registered  changes  in  purchase,  both  increases  and  decreases.  Both  rural  and 
urban  residents  showed  a  higher  percentage  of  decrease  than  increase  in  fresh 
apple  purchases  during  the  five  years  prior  to  the  study. 

Level  of  formal  education,  family  income,  and  number  of  adults  inthefamily 
had  no  apparent  effect  on  changes  in  fresh  apple  purchases  by  households 
(Table  13). 

Twenty-four  percent  of  all  respondents  anticipated  an  increase  in  fresh 
apple  purchases  in  the  five  years  following  the  study  (Table  14),  primarily 
because  of  children  (Table  15). 

CONSUMER  PREFERENCES  AND  FRUIT  SUBSTITUTES  FOR 
FRESH  APPLES 

Respondents  considered  several  attributes  of  fresh  apples  as  reliable 
indicators  of  good  quality  (Table  16).  More  than  60  percent  of  all  respondents 
gave  "no  bruises  or  blemishes"  as  a  reliable  indicator.  Twenty-six  percent  also 
cited  shape  and  size  of  apples  as  an  indication  of  good  quality.  Taste  and 
texture  qualities  seemed  to  be  the  attributes  most  respondents  considered  to 
be  the  most  indicative  of  the  overall  quality  of  fresh  apples. 

Taste  and  Texture  Preferences 

Respondents  listed  taste  and  texture  as  attributes  with  which  they  had  been 
disappointed  during  the  three  months  prior  to  the  study  (Table  17).  Eighteen 
percent  of  the  respondents  listed  interior  blemishes.  Fourteen  percent 
complained  of  dry,  mealy  apples;  another  7  percent  had  apples  which  were  too 
hard;  and  14  percent  listed  soft  soggy  apples,  all  of  which  are  texture 
characteristics.  However,  a  combination  of  interior  blemishes  and  exterior 
bruising  accounted  for  the  greatest  number  (33  percent)  of  the 
disappointments  with  recent  apple  purchases. 

Variety  Preferences 

Respondents  preferred  yellow  delicious  apples  over  other  varieties  by  a  large 
margin  (Table  18).  Forty-six  percent  of  all  respondents  listed  yellow  delicious 
apples  as  the  family  favorite.  Red  delicious  was  expected  to  be  the  most 
popular  fresh  apple  by  a  large  margin.  In  this  study,  yellow  delicious  popularity 
was  much  greater  than  expected. 

Fruit  Substitutes  for  Fresh  Apples 

Several  fruit  substitutes  were  chosen  to  replace  apples  when  the  respondent 
chose  not  to  purchase  fresh  apples  (Table  19).  Oranges  were  selected  more 
often  than  any  other  fruit  to  replace  apples.  Fifteen  percent  of  the  respondents 
used  oranges  as  fresh  apple  substitutes.  Seven  percent  used  both  oranges  and 
bananas. 

Respondents  cited  two  reasons  more  often  than  others  for  buying 
substitutes  for  fresh  apples  (Table  20):  18  percent  primarily  because  apples 
were  too  expensive;  another  10  percent  because  the  preferred  apple  variety 
was  not  available. 


CONCLUSIONS 

There  is  evidence  that  directed  advertising,  fresh  apple  labeling,  and  different 
store  displays  could  be  effective  in  increasing  fresh  apple  sales.  A  number  of 
respondents  who  increased  apple  purchases  did  so  because  they  felt  that 
apples  could  be  used  in  many  ways.  Respondents  indicated  by  a  large  margin 
that  they  preferred  yellow  delicious  apples.  Two  of  the  primary  reasons  cited 
by  respondents  for  substituting  other  fruits  for  fresh  apples  were  price  and 
unavailability  of  the  preferred  variety.  All  of  these  purchasing  characteristics 
and  fresh  apple  preferences  indicate  that  education-oriented  promotion 
programs  could  help  the  fresh  apple  industry  become  more  competitive. 
Promotional  campaigns  should  stress  various  uses  for  fresh  apples  and  their 
general  versatility.  Educating  consumers  about  the  nutritional  values  of  fresh 
apples  could  also  be  effective.  At  the  same  time,  emphasis  on  the  goodness  of 
other  less  popular  or  less  well-known  varieties  could  result  in  a  greater  demand 
for  varieties  other  than  red  or  yellow  delicious  apples. 

Although  high  price  was  often  cited  as  a  negative  factor  in  the  purchase  of 
fresh  apples,  there  was  little  evidence  to  indicate  that  income  had  a  great  effect 
on  either  purchasing  practices  or  tastes  and  preferences  of  the  consumer. 
There  is  doubt  that  fresh  apple  consumption  will  be  positively  affected  by  the 
continuing  rise  of  real  disposable  income. 
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Table  1 

Fresh  Apple  Users  vs  Nonusers^ 


Characteristics  Percentage 

(N=314) 

Users  of  fresh  apples  95 

Nonusers  of  fresh  apples  5 

'All  percentages  are  approximate  due  to  rounding. 


Table  2 

Fresh  Apple  Nonuser  Reasons  For  Nonpurchase^ 


Reasons  Percentage 
(N=15) 

No  reason  13 

Doctor's  orders  13 

Mushy/tasteless  7 

Price  47 

Do  not  keep  well  13 

No  response  7 

'All  percentages  are  approximate  due  to  rounding. 
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Table  3 

Characteristics  of  the  Respondents  and  their  Households' 


Characteristics                                                                                  Percentage 
: (N=314) 


Sex  of  respondent 
Female 
Male 


technical  school 


Size  of  household 
One 
Two 
Three 
Four 


Number  of  adults  in  household 
One 
Two 


Four 

More  than  four 


More  than  three 


12 


59 
36 


No  response 5 


Formal  education  of  respondent 
Less  than  twelve  years  -)0 

High  school  graduate  28 

Some  college,  business,  or 


27 


College  graduate  16 

Graduate  study  11 

No  response  8 


11 
33 
16 
18 


More  than  four  14 

No  response  3 


13 
60 


Three  12 


No  response 10 


Number  of  teenagers  in  household 

None  71 

One  10 

Two  7 

Three  2 

More  than  three  •> 

No  response 10 


Number  of  children  in  household 
None  60 

One 
Two 


16 
10 


Three  4 


No  response 10 


Table  3  (continued) 

Characteristics  of  the  Respondents  and  their  Households' 


Characteristics                                                                                  Percentage 
^(N=314) 


Type  of  dwelling  unit 

Townhouse  4 

Free  standing  home  75 

Row  apartment  1 

Garden  apartment  8 

Farm  2 

Mobile  home  3 

No  response 7 

Household  number  employed  full-time 

One  50 

Two  18 

Three  3 

None/no  response  29 

Household  number  employed  part-time 

One  14 

Two  2 

None/no  response 84 

Household  income 

Less  than  $10,000  29 

$10,000  to  $25,000  53 

More  than  $25,000  6 

No  response 12 

"All  percentages  are  approximate  due  to  rounding. 
"Less  than  one  percent. 


13 


Table  4 

Place  of  Purchase  for  Fresh  Apples^ 


Portion  of  Purchase  by  Outlet                                                       Percentage 
_^___ (N=314) 

Supermarket 
Over  60%                                                                                               60 
40%  to  60%  7 

Less  than  40%  6 

None 27 

Convenience  store 
Over  60%  4 

40%  to  60%  4 

Less  than  40%  4 

None 88 

Roadside  Stand 
Over  60%  6 

40%  to  60%  3 

Less  than  40%  4 

None  86 

Pick  your  own 
Over  60%  2 

40%  to  60%  2 

Less  than  40%  1 

None 95 

Other 
Over  60%  7 

40%  to  60%  1 

Less  than  40%  2 

None 90 

"All  percentages  are  approximate  due  to  rounding. 
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Table  5 

Portion    of    Fresh    Apple    Purchases    Made   at   Supermarkets   Related   to 
Socioeconomic  Characteristics  of  Respondents' 


Supermarket 

Purchases  (N=314) 

Degrees 

Socioeconomic 

Less  Than 

More  Than 

Chi- 

of 

Characteristics 

40% 

40% 

Square 

Freedom 

percent 

Education 

13.3^ 

6 

Less  than  twelve  years 

5 

5 

High  school  graduate 

8 

21 

Some  college,  business, 

or  technical  school 

6 

22 

College  graduate 

6 

10 

Graduate  study 

4 

6 

No  response 

4 

5 

Family  income 

13.0' 

3 

Less  than  $10,000 

13 

16 

$10,000  to  $25,000 

12 

40 

Over  $25,000 

2 

4 

No  response 

5 

7 

Residency  area 
Urban 
Rural 


6 
26 


26 

41 


11.4' 


Number  of  adults 
One 
Two 
Three 

More  than  three 
No  response 


5 
18 
5 
2 
3 


8 
42 
8 
3 
6 


4.6 


Number  of  teenagers 
One 
Two 
Three 

More  than  three 
None 
No  response 

Number  of  children 
One 
Two 
Three 

More  than  three 
None 
No  response 


3 
2 

1 

0 

25 

3 


3 
3 

1 

♦ 

22 

3 


8 
5 
2 

b 

46 
6 


13 
6 
3 
1 

38 
6 


2.6 


8.6 


continued 
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Table  5  (continued) 

Portion    of   Fresh   Apple   Purchases   Made   at   Supermarkets   Related   to 
Socioeconomic  Characteristics  of  Respondents' 


Socioeconomic 
Characteristics 

Supermarket 
Purchases  (N=314) 

Less  Than  More  Than 
40%              40% 

Chi- 
Square 

Degrees 

of 
Freedom 

Family  size 
One 
Two 
Three 

More  than  three 
No  response 

percent 

5                    6 
12                  21 
4                  12 
9                  24 
3                    5 

10.4 

9 

""All  percentages  are  approximate  due  to  rounding. 
"Less  than  one  percent. 
'Significant  at  .05  level. 


Table  6 

Frequency  of  Fresh  Apple  Purchases  by  Type  of  Unit^ 


■--■-■ 1 

Frequency  of  Purchase 
(N=314) 

Never 

Weekly 

Twice  a 
Month 

Monthly 

Seasonally 

No 
Response 

Loose-poundage 

10 

4 

7 

Percent 
4 

4 

71 

Tray 

12 

5 

4 

4 

1 

75 

1-2  lb.  bag. 

11 

2 

3 

2 

3 

79 

3  lb.  bag 

5 

12 

15 

10 

6 

52 

5  lb.  bag 

11 

4 

6 

4 

4 

71 

Half-bushel 

12 

1 

b 

2 

11 

74 

Bushel 

3 

0 

0 

1 

5 

90 

Other 

0 

0 

0 

1 

b 

99 

'All  percentages  are  approximate  due  to  rounding. 
''Less  than  one  percent. 
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Table  7 

Factors  that  Influence  Respondent's  Fresh  Apple  Purchase' 


Influences 


Rank  of  Importance 
(N=314) 
Most       Second  Most  Third  Most 
Important      Important       Important 


Storage  space  available 

Package  size  available 

Household  size 

Confidence  in  the  brand 

Cost 

Price  not  attractive 

Intended  use 

Keep  well 

Other 

No  response 


9 

Percent 
6 

11 

7 

8 

7 

22 

9 

7 

4 

4 

4 

16 

10 

10 

0 

1 

0 

15 

17 

8 

6 

11 

11 

2 

1 

0 

21 

35 

40 

^All  percentages  are  approximate  due  to  rounding. 


Table  8 

Frequency  of  Purchase  of  All  Food  by  Type  of  Outlet^ 

Frequency  of  Purchase 
(N=314) 
Every 
Twice      Two  No 

Outlets  Weekly  Weekly   Weeks    Monthly   Other  Never  Response 


Supermarkets 

53 

27 

12 

Percent 
4 

0 

0 

4 

Convenience 
stores 

15 

16 

5 

4 

0 

4 

55 

Pick  your  own 

1 

1 

1 

1 

0 

16 

80 

Roadside 
stands 

1 

b 

1 

4 

0 

13 

81 

Other  (truck 
farms,  health 
stores,  etc.) 

0 

b 

0 

b 

2 

b 

97 

'All  percentages  are  approximate  due  to  rounding. 
"Less  than  one  percent. 
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Table  9 

Frequency  of  Fresh  Apple  Purchase  by  Type  of  Outlef 


Type 

Of 

Outlets 

Twice 
Weekly  Weekly 

Frequency  of  Pu 
(N=314) 

Every 

Two 
Weeks    Monthly 

xhase 
Seasonal 

No 
Response 

Supermarkets 

20 

3 

12 

Percent 
4 

5 

32 

Convenience 
stores 

3 

1 

5 

4 

2 

92 

Pick  your  own 

0 

0 

1 

1 

9 

86 

Roadside  stands 

b 

b 

1 

4 

3 

96 

Other  (truck 
farms,  health 
stores,  etc.) 

1 

0 

0 

b 

3 

96 

"All  percentages  are  approximate  due  to  rounding. 
''Less  than  one  percent. 


Table  10 

Changes  in  Purchase  of  Fresh  Apples  by  Respondents  During  Five  Years  Prior 

to  the  Study' 


Change  in  Purchases 


Percentage  Change 
(N=314) 


No  change 
Less  purchased 
More  purchased 
No  response 


14 
27 
23 
26 


"All  percentages  are  approximate  due  to  rounding. 
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Table  11 

Percent  of  Respondents  by  Reason  for  Purchasing  Fewer  Fresh  Apples  During 
the  Five  Years  Prior  to  the  Study' 


Reasons 

Most 
Important 

Rank  of  1 
(N  = 
Second 

Most 
Important 

mportance 
314) 

Least 
Important 

Second 

Least 

Important 

Prefer  other  fresh  fruit 

4 

Percent 
0                    4 

0 

Household  age 

5 

0 

3 

1 

Not  crisp  and  juicy 

3 

1 

2 

h 

Preferred  processed  apples 

1 

0 

2 

2 

Keep  poorly 

4 

1 

2 

3 

Storage  space  (lack  of) 

2 

1 

2 

2 

Price 

5 

6 

2 

1 

Household  size 

3 

7 

1 

2 

Allergic 

2 

7 

1 

7 

No  response 

73 

77 

82 

83 

"All  percentages  are  approximate  due  to  rounding. 
"Less  than  one  percent. 

Table  12 

Reasons  for  Purchasing  More  Fresh  Apples  During  the  Five  Years  Prior  to  the 

Study' 


Rank  of  Importance 

(N=314) 
Second  Second 

Most  Most  Least  Least 


Reasons 

Important 

Important 

Important 

Important 

Availability 

4 

Percent 
0                   4 

h 

Can  be  used  in  many  ways 

7 

1 

2 

1 

Household  age 

5 

1 

6 

2 

Keep  well 

2 

2 

b 

0 

Household  size 

2 

2 

4 

4 

Storage  space 

1 

1 

3 

7 

Price 

1 

1 

1 

2 

Weight  watching 

3 

3 

1 

5 

Lunches,  snacks 

0 

12 

0 

1 

No  response 

77 

78 

79 

79 

■"All  percentages  are  approximate  due  to  rounding. 
"Less  than  one  percent. 


Table  13 

Respondent's  Changes  in  Purchase  of  Fresh  Apples  in  Five  Years  Prior  to  the 
Study  Related  to  Socioeconomic  Characteristics  of  the  Respondent" 


Chang 

es  in  Purchase 

Degrees 

Socioeconomic 

N=314) 

Chi- 
Square 

of 

Characteristics 

None 

Less 

More 

No  Response 

Freedom 

Percent 

Education 

19.377 

18 

Less  than  12  yrs. 

1 

4 

1 

4 

H.S.  graduate 

4 

6 

8 

11 

Some  college, 

business, 

or  technical  school 

3 

9 

8 

8 

College  graduate 

3 

4 

3 

7 

Graduate  study 

2 

3 

2 

4 

No  response 

2 

3 

2 

2 

Family  income 

11.896 

9 

Less  than  $10,000 

2 

4 

2 

4 

$10,000  to  $25,000 

3 

9 

4 

12 

Over  $25,000 

8 

12 

15 

18 

No  response 

1 

2 

2 

2 

Number  of  adults 

23.417 

18 

One 

2 

3 

1 

7 

T\NO 

8 

15 

17 

21 

Three 

2 

5 

2 

4 

More  than  three 

1 

2 

1 

7 

No  response 

2 

3 

2 

3 

Number  of  teenagers 

14.361 

15 

None 

10 

20 

15 

26 

One 

1 

4 

3 

3 

Two 

1 

1 

3 

2 

Three 

1 

0 

b 

1 

More  than  three 

0 

0 

0 

b 

No  response 

2 

3 

3 

3 

Number  of  children 

42.066^ 

18 

None 

8 

20 

9 

23 

One 

3 

3 

4 

5 

Two 

1 

1 

5 

2 

Three 

0 

b 

2 

2 

More  than  three 

b 

b 

b 

b 

No  response 

2 

3 

3 

3 

Family  size 

54.036^ 

27 

One 

2 

3 

1 

5 

Two 

5 

11 

4 

13 

Three 

2 

5 

4 

4 

More  than  three 

4 

5 

12 

11 

No  response 

1 

3 

2 

2 

Residency  area 

80.561' 

3 

Urban 

11 

10 

9 

3 

Rural 

3 

17 

14 

33 

"All  percentages  are  approximate  due  to  rounding. 
''Less  than  one  percent. 
"Significant  at  .05  level. 


Table  14 

Households  Anticipating  an  Increase  in  Fresh  Apple  Purchases  During  Five 

Years  Following  Study' 

Percentage  Frequency  (N=314) 
Anticipate              Anticipate 
Respondents Increase No  Increase No  Response 

Total  24  72  4 


"All  percentages  are  approximate  due  to  rounding. 

Table  15 

Respondent's  Reasons  for  Anticipating  an  Increase  in  Fresh  Apple  Purchases 
During  Five  Years  Following  Study" 

Reasons Percentage  Frequency'' 

Desire  so  5 

Family  size  5 

Raise  my  own  1 

Children  11 

Availability  2 

Price  3 

No  response  74 

"All  percentages  are  approximate  due  to  rounding. 

*'N  is  larger  than  314  because  some  respondents  gave  more  than  one  answer. 

Table  16 

Attributes  Considered  Reliable  Indicators  of  Good  Quality  for  Fresh  Apples" 

Attributes  Percentage  Frequency^ 

Grower  and  place  of  origin  15 

Shape  and  size  of  apple  26 

No  bruises  or  blemishes  63 

Juicy  and  crisp  51 

Color  34 

Firmness  49 

Variety  name  25 

Price  13 

Other  2 

No  response  3 

'All  percentages  are  approximate  due  to  rounding. 

''N  is  larger  than  314  because  some  respondents  gave  more  than  one  answer. 


Table  17 

Fresh  Apple  Attributes  Respondent  Disappointed  with  During  Three  Months 

Prior  to  Study' 


Attributes 


Percentage  Frequency 


Too  hard 

Interior  blemishes  (browning) 

Apples  were  dry  (mealy) 

Sour,  not  tart 

Soft,  soggy 

Color 

Bruised 

No  Flavor 

Not  ripe 

Other 

No  response 


7 

18 
14 

3 
14 

1 
15 
15 

3 

3 
59 


"All  percentages  are  approximate  due  to  rounding. 

''N  is  larger  than  314  since  some  respondents  gave  more  than  one  answer. 


Table  18 

Household's  Favorite  Varieties  of  Fresh  Apples' 


Varieties 


Percentage  Frequency 


Yellow  Delicious 

Winesap/Rome 

Stayman  Winesap 

Jonathan/Northern  Spy 

Red  Delicious 

Grimes  Golden 

Mclntosh/Granny  Smith 

York  Imperial/Cortland/Black  Twig 

None 

No  response 


46 

23 

7 

3 

37 

12 

4 

2 

20 

10 


'All  percentages  are  approximate  due  to  rounding. 

"N  is  larger  than  314  because  some  respondents  gave  more  than  one  answer. 
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Table  19 

Percent  of  Respondents  by  Fruit  Substitute  Chosen  for  Fresh  Apples' 

Substitutes  Percentage  Frequency 
(N=314) 

Oranges  15 

Bananas  3 

Peaches/pears  2 

Grapefruit/pineapples  2 

Oranges  and  bananas  7 

Canned  fruit  7 

No  preference— any  fruit  1 

Did  not  buy— no  substitute  '' 

No  response  69 

°AII  percentages  are  approximate  due  to  rounding. 
''Less  than  one  percent. 


Table  20 

Percent  of  Respondents  by  Reasons  for  Buying  Substitutes  for  Fresh  Apples  in 
the  Three  Months  Prior  to  Study' 

Reasons Percentage  Frequency'' 

Preferred  variety  unavailable  10 

Preferred  apple  size  unavailable  4 

Preferred  package  unavailable  1 

Preferred  quality  unavailable  7 

No  apples  available  1 

Disliked  apple  display  1 

Too  expensive  18 
Too  small 

No  response  70 

"All  percentages  are  approximate  due  to  rounding. 

""N  is  larger  than  314  because  some  respondents  gave  more  than  one  answer. 

"Less  than  one  percent. 
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APPENDIX 


Date 


CONSUMER  IDEAS  ON  CHANGES  IN  MARKETING  FRESH  APPLES 


1.   During  the  past  month  how  often  did  your  household  shop  for  food  at  the 
following  outlets?   (Please  check) 


Supermarket 
Convenience  Store 
Pick  Your  Own 
Roadside  Stand 
Other  (Please  explain) 


la.  When  was  the  last  time  you  purchased  fresh  apples?  This  week 

last  week  two  weeks  ago  last  month  

other,  specify  


Weekly 

Twice  a 

Week 

Every  2 
Weeks 

Monthly 

Never 

1 
1 

lb.  What  quantity  did  you  buy?   3  lb 
one  half  bushel        bushel 


4  lb 


10  lb 


other,  specify 


If  your  household  did  not  use  apples,  please  turn  to  page  #4  and  answer 
questions  #20  thru  #25  only. 

During  the  past  month  how  often  did  your  household  buy  fresh  apples  at 
the  following  outlets?   (please  check) 


Supermarket 

Convenience  Store 

Roadside  Stand 

Pick  Your  Own 

Other  (please  explain) 


Weekly 


Twice  a   Every  2 

Week     Weeks 


Season- 

Monthly      ally 


4.   What  portion  of  your  household  fresh  apple  purchases  were  made  at  the 
following  outlets  during  the  past  months? 


Supermarket 
Convenience  Store 
Roadside  Stand 


Percentage 


Percentage 


Pick  your  own 

Other 

Total 


100% 


5.   What  are  your  household  reasons  for  purchasing  fresh  apples  where  you  do? 
(Please  rank  your  answer,  1  would  be  the  most  important;  5  the  least 
imjiortant. ) 

Convenience   Roadside    Pick 
Supermarket     Store       Stand   Your  Own 
Management  is  considerate 
and  friendly 

Good  Selection  and  variety 
Quality  of  fruit 
Price 

Location  and  Convenience 
Other  (please  explain) 
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Which  age  group  has  the  most  influence  on  your  household 
decisions  for  fresh  apple  purchases?   ^Please  rank  in  order 
of  importance;  I  would  be  the  most  important,  if  any  age 
group  is  not  present  in  your  household,  write  none.) 

Children  12  &  under  

Teenagers  13  -  19   

Adults     20-49 


Adults    50  and  over 


7.  What  changes  has  your  household  made  in  the  quantity  of  fresh 
apple  purchases  in  the  last  five  (5)  years?   (Please  check 
and  follow  the  directions.) 

No  change;  please  answer  question  #10  and  skip  questions 

18  and  #9. 

Purchasing  less,  please  answer  question  #8  and  skip 

question  #9. 
Purchasing  more,  please  answer  question  #9  and  skip 

question  #8. 

8.  If  purchasing  less,  please  check  (v)  the  two  (2)  most  important 
reasons  and  please  place  a  zero  (  0 )  for  the  two  (2)  least 
important  reasons. 

^Prefer  other  fresh  fruit  Keep  poorly 

^Household  age  Storage  space 

^Not  crisp  and  juicy  Price 

Prefer  processed  apples  ^Household  size 

Health  and  dental  problems 

Other,  (Please  explain) 


If  purchasing  more,  please  ch^ck  (V)  the  two  (2)  most  important 
reasons  and  please  place  a  zero  (0)  for  the  two  (2)  least 
important  reasons. 

^Availability  ^Household  size 

Can  be  UoCd  in  many  ways  ^Storage  space 

Household  age  Price 

^Keep  well  Weight-watching 

^Necessary  for  good  health 

Other  (Please  explain) 


10.   What  specific  ways  do  you  serve  or  use  fresh  apples? 

Percentage 

For  snacks  and  eating  between  meals         

For  lunches  at  home  

For  bag  lunches  

For  desserts  and  salads  

Other  

Total  100* 


11.   Has  your  household  been  disappointed  with  any  of  the  fresh  apples 
that  you  bought  during  the  past  three  (3)  months? 

ve  s  No 
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11a. 


Disappointed  in  what  ways?   (Please  check) 

Too  hard  (firmness) 

Interior  blemishes  (browning) 

Apples  were  dry  (mealy) 


Sour,  not  tart 
_Soft,  soggy 
Other  (Please  explain) 


Poor  color 
Bruised 
No  flavor 
Not  ripe 


lib.   What  was  the  variety  (ies)  name  that  you  were  disappointed  with? 


12. 


During  the  past  month  have  you  purchased  other  fresh  fruits  when  you 
preferred  to  buy  apples? 


12a.   If  yes,  which  of  the  following  caused  you  to  buy  a  substitute? 


Preferred  variety  not  available 
Preferred  apple  size  not  available 
Preferred  package  not  available 
Preferred  quality  not  available 
No  apples  availcible 
Other  (Please  explain) 


Dislilced  the 
apple  display 
Too  expensive 


13.   What  did  you  substitute  for  fresh  apples?  And  why? 


14. 


How  often  did  your  household  buy  each  of  the  following  units  of  fresh 
apples  in  the  last  three  (3)  months?   (Please  check) 

Never  Weekly  Twice  a  Month   Monthly   Seasonally 
Loose  (poundage) 


Tray  of  apples 

1  -  2  lb  bag 

3  lb  bag 

5  lb  bag 

Half  bushel 

Bushel 

Other  (Please  explain) 


15.   What  influences  your  unit  size  of  purchase  (Please  rank  the  three  (3) 
most  important  reasons,  1  would  be  the  most  inportant.) 

^Storage  space  available  Intended  use 

Package  size  available  Keep  well 

Household  size  ^Cost  (saving) 

Confidence  in  the  brand 

Other  (Please  explain) 
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16.  Once  the  fresh  apples  are  in  your  home,  what  problems  if  any 
do  you  encounter  with  them? 


17.  How  long  can  your  household  satisfactorily  store  fresh  apples  in 
your  home?   (check) 

few  days   2  weeks      ^More  than 

1  week     2-3  weeks         3  weeks 

18.  Do  you  prefer  to  purchase  apples  that  are  grown  in  any  particular 
state? 

No  Yes  What  State? 


18a.  Why? 


19.   What  is  your  household  favorite  variety  (ies)?   (If  none,  write  none) 


19a.  Why? 


20.   Do  you  expect  the  amount  of  fresh  apples  your  household  will  purchase 
will  increase  significantly  in  the  next  five  (5)  years? 


Yes 


20a.  Why  will  it  change? 


21.   If  you  were  the  produce  manager  in  a  store,  what  ways  could  you  think 
of  that  might  get  customers  to  buy  more  fresh  apples?   (Please  check  ( 
the  two  (2)  most  important  reasons  and  place  a  zero  (0)  for  the 
two  (2)  least  important  reasons) . 

^More  eye  catching  displays        ^Clean  fruit  counters 

Wide  variety  selection 

Change  the  size  of  the  package    ^Advertise  more 

Display  better  quality  apples     ^Dating  of  apples 

^Lower  prices 


!la.  What  other  techniques  would  you  use  to  stimulate  sales? 
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22.  Khat  new  or  different  uses  could  you  suggest  for  fresh  apples? 


22a.  What  would  you  put  on  the  label  of  a  package  of  fresh  apples? 


23.   If  you  could  send  a  message  to  the  grower  who  raises  the  fresh 
apples  you  buy,  what  would  it  be? 


24.   People  have  different  ways  of  judging  the  quality  of  fresh  apples. 
Which  of  the  following  do  you  think  are  most  reliable  (Check  3) 


Grower  and  place  of  origin 
Shape  auid  size  of  apple 
No  bruises  or  blemishes 
Juicy  and  crisp 
Other  (Please  explain) 


jColor 
Firmness 
Variety  name 
Price 


If  you  buy  or  purchase  fresh  apples  please  skip  question  #25. 
25.   What  eure  your  household  reasons  for  not  purchasing  fresh  apples? 


25a.  What  conditions  would  have  to  change  before  you  would  purchase 
fresh  apples? 
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Sex  of  respondent.   (Please  check)    Male Female 

Nhat  is  the  age  of  the  respondent?   (Please  check) 

45  -  65  

over  65 


under  25 

25  - 

34 

35  - 

44 

How  many  are  in  your  household  who  are: 
Adults  18  yrs  or  more  


Teenagers  12  -  17  years 
Children  under  12  years 


How  Buuiy  adults  are  employed  outside  the  household? 
Pull  time  Part-time 


What  is  the  combined  income  of  all  adult  members  of  your  household? 
(Please  check) 

under  $5,000      $15,000  -  $24,999  

$5,000  -  $9,999   over  $25,000      

$10,000  -  $14,999  

What  type  of  dwelling  unit  do  you  live  in? 

Townhouse         Apartment   

Free  standing  home  Mobile  home  

Row  house         Other,  specify  

How  much  formal  education  has  the  respondent  had? 

Less  than  6th  grade  Same   college,  business 

Grades  6-11       or  technical-  school  

High  School  Graduate  College  Graduate      

Graduate  study        
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